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Kasus panas berlebih dan meledaknya baterai ponsel Samsung menjadi 
sebuah contoh insiden negatif serius yang dapat mengancam reputasi merek dan 
minat beli ulang produk. Minat beli ulang konsumen bergantung pada perilaku 
konsumen terutama persepsi konsumen dalam menanggapi insiden tersebut. 
Tujuan dari penelitian ini adalah untuk mengetahui pengaruh persepsi harga, 
persepsi merek terhadap minat beli ulang yang dimediasi persepsi nilai. Dilakukan 
pengumpulan data melalui kuesioner dan di analisis menggunakan SPSS 24.0. 
Berdasarkan hasil penelitian dapat diketahui bahwa persepsi harga berpengaruh 
terhadap persepsi nilai dengan signifikansi 0,000 , dan persepsi merek 
berpengaruh terhadap persepsi nilai dengan signifikansi 0,000. Persepsi harga 
tidak berpengaruh terhadap minat beli ulang secara langsung dengan signifikan 
0,335, persepsi merek berpengaruh terhadap minat beli ulang secara langsung 
dengan signifikan 0,013, persepsi nilai berpengaruh terhadap minat beli ulang 
dengan nilai signifikansi 0,000. Persepsi nilai mampu memediasi hubungan antara 
persepsi harga terhadap minat beli ulang. Persepsi nilai mampu memediasi 
hubungan antara persepsi merek terhadap minat beli ulang. 







The case of overheating and the explosion of Samsung cell phone 
batteries is an example of a serious negative incident that could threaten brand 
reputation and product repurchase interest. Consumer repurchase interest 
depends on consumer behavior, especially consumer perceptions in responding to 
the incident. The purpose of this study was to determine the effect of perceived 
price, perceived brand on repurchase intention mediated by perceived value. Data 
was collected through a questionnaire and analyzed using SPSS 24.0. Based on 
the results of the study it can be seen that the perceived price affects the perceived 
value with a significance of 0,000, and perceived brand influences the perceived 
value with a significance of 0,000. Perceived price does not influence the 
repurchase intention directly with a significant 0.335, perceived brand influences 
the repurchase intention directly significantly 0.013, perceived value influences 
the repurchase intention with a significance value of 0,000. Perceived value can 
mediate the relationship between perceived price of repurchase intention. 
Perceived value can mediate the relationship between perceived brand of 
repurchase intention. 
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